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ABSTRAK
Yaqin, Ainul. 2015 SKRIPSI. Judul. Pengaruh Citra Merek Smartphone Android
Samsung Galaxy Terhadap Loyalitas Konsumen (Studi Pada Mahasiswa
Universitas Islam Negeri Maulana Malik Ibrahim Malang). Skripsi,
Jurusan Manajemen Pemasaran Fakultas Ekonomi Universitas Islam
Negeri Maulana Malik Ibrahim Malang.
Pembimbing: Yayuk Sri Rahayu, SE., MM
Kata Kunci: Brand Image (Citra Merek), Loyalitas Konsumen
Dewasa ini, produk smartphone terus bermunculan dengan keunggulan
masing-masing. Tren membanjirnya merek-merek smartphone baru di Indonesia,
menjadikan persaingan di sektor ini semakin menarik. Samsung seri Galaxy yang
berhasil menyaingi iPhone dan iPad membuat banyak pembicaraan dikalangan
pengguna gadget yang menimbulkan rasa ingin tahu sehingga dapat merangsang
minat beli. Salah satu jalan untuk meraih keunggulan kompetisi berkelanjutan
adalah dengan membentuk citra merek.
Tujuan dari penelitian ini adalah untuk mengetahui pengaruh secara
parsial maupun simultan variabel bebas citra merek yang terdiri dari jenis-jenis
asosiasi merek (X1), dukungan asosiasi merek (X2), kekuatasn asosiasi merek
(X3), dan keunikan asosiasi merek (X4) terhadap variabel terikat loyalitas
konsumen. Teknik analisis dalam penelitian ini menggunakan teknik regresi
berganda. Populasi dalam penelitian ini adalah mahasiswa Universitas Islam
Negeri Maulana Mlaik Ibrahim Malang. Sedangkan sampel dalam penelitian ini
adalah 95 responden dengan teknik pengambilan sampel yaitu metode teori dari
Naresh K Malhotra.
Hasil penelitian ini menyimpulkan bahwa: (1) ada pengaruh positif yang
signifikan jenis-jenis asosiasi merek (X1), dukungan asosiasi merek (X2),
kekuatasn asosiasi merek (X3), dan keunikan asosiasi merek (X4) Smartphone
Android Samsung Galaxy secara parsial terhadap loyalitas konsumen dengan nilai
signifikansi dibawah 5%. (2) terdapat pengaruh positif yang signifikan jenis-jenis
asosiasi merek (X1), dukungan asosiasi merek (X2), kekuatan asosiasi merek (X3),
dan keunikan asosiasi merek (X4) Smartphone Samsung Android Samsung
Galaxy secara simultan terhadap loyalitas konsumen dengan nilai Fhitung lebih
besar dari Ftabel sebesar 30,005 > 2,37. (3) terdapat pengaruh dominan pada
variabel jenis-jenis asosisi merek Smartphone Android Samsung Galaxy terhadap
Loyalitas Konsumen dengan nilai kontribusi sebesar 40,7. Dapat disimpulkan
bahwa citra merek menentukan tingkat loyalitas konsumen dalam pembelian
Smartphone Android Samsung Galaxy.
ABSTRACT
Yaqin, Ainul. 2015. Thesis. Title: The Effect of Samsung Galaxy Android
Smartphone’s Brand Image to Customer Loyalty (A Study on State
Islamic University of Maulana Malik Ibrahim Malang Students). Thesis,
Marketing Management Department, Faculty of Economy, State Islamic
University of Maulana Malik Ibrahim Malang.
Advisor: Yayuk Sri Rahayu, SE., MM
Keywords: Brand image, Customer Loyalty
Nowadays, smartphones are flooding the market with offering their own
features excellence. The appearance of new smartphone brands in Indonesia has
made the competition in this sector become more interesting. Samsung Galaxy
series which is able to compete with iPhone and iPad has become a main topic
between the gadget users, thus their curiosity triggering their buying intention.
One of the ways to achieve the continuous improvement is by building a brand
image.
This research aimed to know the effect, both simultaneously and partially,
of free variable brand image which consist of kinds of brand association (x1),
brand association support (x2), brand association strength (x3), and brand
association uniqueness (x4), to dependent variable customer loyalty. The analysis
technique used in this research was multiple regressions. The research population
was State Islamic University of Maulana Malik Ibrahim Malang students, whereas
the sample taken was 95 students by using Naresh K Malhotra’s sampling
technique.
From the research findings, it can be concluded that: (1) There was a
significant positive impact from kinds of brand association (x1), brand association
support (x2), brand association strength (x3), and brand association uniqueness
(x4) of Samsung Galaxy smartphone partially toward customer loyalty by the
significance value below 5%. (2) There was a significant positive impact from
kinds of brand association (x1), brand association support (x2), brand association
strength (x3), and brand association uniqueness (x4) of Samsung Galaxy
smartphone simultaneously toward customer loyalty by Fcount was bigger than
Ftable by 30,005>2,37. (3) There was a dominant impact from kinds of brand
association of Samsung Galaxy android smartphone variable toward customer
loyalty by contribution value of 40,7. Therefore, it can be concluded that brand
image can determine the customer loyalty’s level in Samsung Galaxy android
smartphone purchasing.
ﺺ اﻟﺒﺤﺚﻠﺨﺴﺘﻣ
ﺘﺄﺛﲑ اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ ﺻﻮرة اﻟﺮوﺑﻮت اﻟﺬﻛﻲ ﺳﺎﻣﺴﻮﻧﺞ ﻏﺎﻻﻛﺴﻲ اﻟ. اﻟﻌﻨﻮان اﻟﺒﺤﺚ. ، 5102ﻋﲔ ، ،اﻟﻴﻘﲔ 
اﻹﺳﻼﻣﻴﺔ ﻣﻮﻻﻧﺎ ﻣﺎﻟﻚ إﺑﺮاﻫﻴﻢ ﻣﺎﻻﻧﺞ(. اﳊﻜﻤﻴﺔﺎﻣﻌﺔاﳉاﳌﺴﺘﻬﻠﻚ اﻟﻮﻻء )دراﺳﺎت ﰲ اﻟﻄﻼﺑﻴﺔ 
اﻹﺳﻼﻣﻴﺔ ﻣﻮﻻﻧﺎ ﻣﺎﻟﻚ إﺑﺮاﻫﻴﻢ اﳊﻜﻤﻴﺔﺎﻣﻌﺔ اﳉﻜﻠﻴﺔ اﻻﻗﺘﺼﺎد، اﻟﻘﺴﻢ إدارة اﻟﺘﺴﻮﻳﻖ اﻟاﻟﺒﺤﺚ ، 
.ﻣﺎﻻﻧﺞ
اﳌﺎﺟﺴﺘﲑة راﻫﺎﻳﻮﻳﺎﻳﻮك ﺳﺮي:ﺔاﳌﺸﺮﻓ
: ﻋﻼﻣﺔ ﲡﺎرﻳﺔ اﻟﺼﻮرة، وﻻء اﻟﻌﻤﻼءاﻟﺮﺋﻴﺴﻴﺔ ﻜﻠﻤﺎتاﻟ
ﺎت ﻣﻦ اﻟﻌﻼﻣﺎت اﻟﺘﺠﺎرﻳﺔ اﻟﻴﻮم، ﻻ ﺗﺰال اﳍﻮاﺗﻒ اﻟﺬﻛﻴﺔ ﰲ اﻟﻈﻬﻮر ﻣﻊ ﻣﺰاﻳﺎ ﻛﻞ ﻣﻨﻬﺎ. اﻻﲡﺎﻫﺎت اﻟﻔﻴﻀﺎﻧ
اﳍﺎﺗﻒ اﻟﺬﻛﻲ اﳉﺪﻳﺪة ﰲ إﻧﺪوﻧﻴﺴﻴﺎ، ﳑﺎ ﳚﻌﻞ اﳌﻨﺎﻓﺴﺔ ﰲ ﻫﺬا اﻟﻘﻄﺎع أﻛﺜﺮ ﺟﺎذﺑﻴﺔ. ﺳﺎﻣﺴﻮﻧﺞ ﻏﺎﻻﻛﺴﻲ ﺳﻠﺴﻠﺔ 
اﻟﱵ ﺗﺘﻨﺎﻓﺲ ﺑﻨﺠﺎح ﻣﻊ اي ﻓﻮن واﻵي ﺑﺎد ﳚﻌﻞ اﻟﻜﺜﲑ ﻣﻦ اﳊﺪﻳﺚ ﺑﲔ اﳌﺴﺘﺨﺪﻣﲔ اﻟﺬﻳﻦ أداة ﺗﻮﻟﻴﺪ اﻟﻔﻀﻮل 
.واﺣﺪة ﻟﺘﺤﻘﻴﻖ ﻣﻴﺰة ﺗﻨﺎﻓﺴﻴﺔ ﻣﺴﺘﺪاﻣﺔ ﻫﻲ إﻧﺸﺎء ﺻﻮرة اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔوذﻟﻚ ﻟﺘﺤﻔﻴﺰ ﺷﺮاء اﻟﻔﺎﺋﺪة. ﻃﺮﻳﻘﺔ
وﻛﺎن اﻟﻐﺮض ﻣﻦ ﻫﺬﻩ اﻟﺪراﺳﺔ ﻫﻮ ﲢﺪﻳﺪ ﺗﺄﺛﲑ ﺟﺰﺋﻴﺎ أو ﻣﺘﺰاﻣﻨﺔ ﻣﺴﺘﻘﻠﺔ ﺻﻮرة اﳌﺘﻐﲑات اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ 
اﻟﺘﺠﺎرﻳﺔ، وﻗﻮة ﻣﻦ اﳉﻤﻌﻴﺎت )2X(، ﲨﻌﻴﺔ دﻋﻢ اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ)1X(ﺗﺘﻜﻮن ﻣﻦ أﻧﻮاع اﳉﻤﻌﻴﺎت اﻟﺘﺠﺎرﻳﺔ
ﺿﺪ ﻳﻌﺘﻤﺪ ﻣﺘﻐﲑ وﻻء اﻟﻌﻤﻼء. اﻟﺒﻴﺎﻧﺎت ﰲ ﻫﺬﻩ اﻟﺪراﺳﺔ ﺑﺎﺳﺘﺨﺪام )4X(، وﺗﻔﺮد اﳉﻤﻌﻴﺎت اﻟﺘﺠﺎرﻳﺔ)3X(
ﺗﻘﻨﻴﺎت اﻻﳓﺪار ﻣﺘﻌﺪدة. وﻛﺎن اﻟﺴﻜﺎن ﰲ ﻫﺬﻩ اﻟﺪراﺳﺔ ﻟﻠﻄﻼب ﰲ ﺟﺎﻣﻌﺔ وﻻﻳﺔ اﻹﺳﻼﻣﻴﺔ ﻣﻮﻻﻧﺎ ﻣﺎﻟﻚ إﺑﺮاﻫﻴﻢ 
.ﻣﺎﳍﻮﺗﺮاكﺬ اﻟﻌﻴﻨﺎت ﻫﻮ اﻷﺳﻠﻮب ﻧﻈﺮﻳﺔ ﻧﺎرﻳﺶﴰﻠﻬﻢ ﻣﻊ ﺗﻘﻨﻴﺔ أﺧ59ﻣﺎﻻﻧﺞ. ﰲ ﺣﲔ ﻛﺎﻧﺖ اﻟﻌﻴﻨﺔ 
، )1X(( ﻫﻨﺎك أﻧﻮاع ﻛﺒﲑة إﳚﺎﺑﻴﺔ ﺗﺄﺛﲑ اﳉﻤﻌﻴﺎت اﻟﺘﺠﺎرﻳﺔ1ﻨﺘﺎﺋﺞ ﻫﺬﻩ اﻟﺪراﺳﺔ ﺧﻠﺼﺖ ﻣﺎ ﻳﻠﻲ: )اﻟو 
)4X(، وﺗﻔﺮد اﳉﻤﻌﻴﺎت اﻟﺘﺠﺎرﻳﺔ)3X(، وﻗﻮة ﻣﻦ اﳉﻤﻌﻴﺎت اﻟﺘﺠﺎرﻳﺔ)2X(ﲨﻌﻴﺔ دﻋﻢ اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ
( ﻫﻨﺎك أﻧﻮاع  2٪. )5ﺴﻮﻧﺞ ﻏﺎﻻﻛﺴﻲ ﺟﺰﺋﻴﺎ وﻻء اﻟﻌﻤﻼء ﻣﻊ ﻗﻴﻤﺔ ﻛﺒﲑة أﻗﻞ ﻣﻦ اﻟﺮوﺑﻮت اﳍﺎﺗﻒ اﻟﺬﻛﻲ ﺳﺎﻣ
، وﻗﻮة ﻣﻦ اﳉﻤﻌﻴﺎت اﻟﺘﺠﺎرﻳﺔ)2X(، ﲨﻌﻴﺔ دﻋﻢ اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ)1X(ﻛﺒﲑة إﳚﺎﺑﻴﺔ ﺗﺄﺛﲑ اﳉﻤﻌﻴﺎت اﻟﺘﺠﺎرﻳﺔ
ﻋﻠﻰ وﻻء ﺳﺎﻣﺴﻮﻧﺞ اﻟﺮوﺑﻮت اﻟﺬﻛﻲ ﺳﺎﻣﺴﻮﻧﺞ ﻏﺎﻻﻛﺴﻲ وﻗﺖ واﺣﺪ)4X(، وﺗﻔﺮد اﳉﻤﻌﻴﺎت اﻟﺘﺠﺎرﻳﺔ)3X(
( ﻫﻨﺎك ﺗﺄﺛﲑ ﻣﻬﻴﻤﻦ ﻋﻠﻰ اﻧﻮاع 3. )73،2< 500.03ﰲ Fﻋﺪد أﻛﱪ ﻣﻦ اﳉﺪولFاﻟﻌﻤﻼء ﻣﻊ ﻗﻴﻤﺔ
. 7.04ﳐﺘﻠﻔﺔ ﻣﻦ اﳉﻤﻌﻴﺎت اﻟﺘﺠﺎرﻳﺔ اﻟﺮوﺑﻮت اﻟﺬﻛﻲ ﺳﺎﻣﺴﻮﻧﺞ ﻏﺎﻻﻛﺴﻲ ﺿﺪ ﻻء اﳌﺴﺘﻬﻠﻚ ﻟﻠﻤﺴﺎﳘﺔ ﻗﻴﻤﺔ 
ﻟﻌﻤﻼء ﰲ ﺷﺮاء اﻟﺮوﺑﻮت اﳍﺎﺗﻒ اﻟﺬﻛﻲ وﳝﻜﻦ أن ﳔﻠﺺ إﱃ أن ﺻﻮرة اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ اﻟﱵ ﲢﺪد ﻣﺴﺘﻮى وﻻء ا
.ﺳﺎﻣﺴﻮﻧﺞ ﻏﺎﻻﻛﺴﻲ
